The study modeled the impact of key brand extension variables on the change in parent brand attitudes under a holistic framework. A quantitative study was conducted to test the model using a real brand and its hypothetical brand extension. Results indicate that the two strongest effects on brand extension feedback were fit between the parent and the extension and parent brand image. The paper outlines four principles for effective brand extension design and communication strategy. A precondition for launching a brand extension is a strong parent brand. Weak parent brands should be strengthened prior to brand extensions. Once this condition is met, the design as well as the communication strategy of the brand extension should emphasize the fit with the parent using appropriate brand elements. Positive attitudes towards the extension per se should be developed to create added value perceptions for consumers. The study is also a first-of-its-kind to be conducted in India.
INTRODUCTION
The brand extension literature has developed from evaluation of the brand extension per se to also considering the impact of the brand extensions on the parent brand, also known as the feedback effect. Feedback effects are the reciprocal impact of the brand extension on the parent brand, which can be either positive or negative. Despite substantial investigation into brand extensions, a major gap in the literature is that it is very fragmented 1 and investigates feedback effects in a rather piecemeal fashion. This is partly attributable to the adoption of experimental designs in majority of the feedback literature. Consequently, there remains a dearth of empirical studies that simultaneously model the impact of key variables on parent brands. This study addresses this gap by proposing and testing a comprehensive model of brand extension feedback process as well as illuminating major effects that have previously been considered mostly in isolation.
The paper is organized into seven sections. Following this introduction, the paper discusses the development of the proposed model of brand extension feedback. This is followed by a discussion of research design and data analysis. The paper then discusses the theoretical implications followed by managerial implications. Finally, the paper acknowledges the limitations of the study and outlines pertinent future research priorities.
MODEL DEVELOPMENT
The proposed model is derived from the current theory on brand extension feedback. Essentially, from a consumer perspective, the existing framework of feedback consists of two processes, viz., process one involving evaluation of the brand extension and process two, involving re-evaluation of the parent brand, post extension launch.
Prior investigations into the evaluation of brand extensions and the subsequent feedback to the parent brand assume that a brand is a network knowledge structures consisting of attributes, benefits and attitudes held by 2 3 the consumers 2 . Whenever a brand extension is launched, there is a transfer of knowledge and attitude from the parent brand to the brand extension as well as development of a perception of fit based on the number of shared associations between the parent and the extension [3] [4] [5] . Hence, brand extension evaluation (i.e. process one) is a function of how much the consumers know and like parent brand and the level of perceived fit between the parent brand and the extension [6] [7] [8] [9] . This process is represented in the left panel of Figure 1 . 15 ). This basic framework is represented in the right panel of Figure 1 . Despite the several investigations into brand extension feedback, the literature remains fragmented and lacks a cohesive framework that investigates major influences on the parent brand simultaneously.
The proposed model and its constructs
The proposed model is presented in Figure 2 . The following sections discuss each of the model's constructs along with their hypothesized effects. Brand image is defined as the collection of both product and non-product associations in consumer memory and is developed through a synthesis made by the consumers of all the various brand signals such as brand name, visual symbols, the products it endorses, advertisements, other communications and even its reputation 17, 18 . These associations possess the capability to effect brand extension evaluations 2, 3, 6, 19 . of the extension being perceived as a logical product from the parent brand was adopted for this research.
The well accepted paradigm in the brand extension literature is that, as the similarity of associations between the parent brand and the extension increases, so will a schematic fit between the brand and the extension and vice versa 35 leading to a greater transfer their attitude from the parent to the extension 4 . A plethora of past research has established a positive The reason for this effect is that a good fit is likely to strengthen beliefs and associations leading to a strong brand positioning 5 and in turn enhancing parent brand attitude, while a poor fit is expected to create negative associations that create negative attitudes towards the parent brand 10, 12, 13 .
Thus, the change brought about in the mental schema is likely to be reflected in the change in parent brand attitude. Hence the following is hypothesized:
H5: Brand extension fit with the parent brand positively affects parent brand attitude change.
Attitude towards the brand extension and its effects 
Construct Measures
The measures for all the constructs were based on a seven-point Likert scale. They were anchored as strongly disagree (1) to strongly agree (7) which is consistent with previous brand extension research. The dependent and independent variables were created by aggregating the scores and dividing by the number of items. Five items were used to measure initial parent brand image and were adopted from Martinez and Chernatony 13 .
Perceived fit of the brand extension was assessed using four items that were constructed based on Tauber The items measuring the parent brand attitude change were based on the same items that measured brand extension attitude, but set differently to capture change in the parent brand, as mentioned above. Exploratory factor analysis (EFA) conducted on the data revealed that all items loaded strongly their respective factors except one item from the parent brand image scale. It was deleted from the SEM analysis. Table 1 lists the constructs and the items used to measure them. 
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DATA ANALYSIS AND RESULTS
The results of the study are presented in sections. First, the issue of construct reliability and validity is addressed. This is followed by the two-step SEM approach as proposed by Andersen and Gerbing 49 . First, the analysis of the measurement-model (using confirmatory factor analysis) was conducted followed by the specification and analysis of the structural model to gauge the model's fit to the data and to test the hypotheses. The software AMOS 5.0 was used for running the SEM analyses.
Construct Reliability and Validity
Prior to the SEM analysis, tests of construct reliability and validity were performed on the data. First of all, reliability was estimated using two indices. Convergent validity was assessed using two tests. First, the magnitude, sign and the significance of the factor loadings were examined after conducting confirmatory factor analysis in AMOS 5.0. All the factors loadings were highly significant and they all loaded strongly on their respective constructs supporting convergent validity. This was followed by the average variance extracted (AVE) test suggested by Fornell and Table 3 reports the standardized path estimates (or beta coefficients), critical ratios (C.R.) and the respective significance levels. Values in excess of 1.96
for critical ratios indicate significance 58 . As Table 3 shows, all of the six hypotheses were supported. The impact of parent brand image on brand extension evaluation was significant (β = 0.21, CR = 3.39), thus hypothesis H1 is supported. The impact of parent brand image on perceived fit was significant as well (β = 0.20, CR = 3.04). Hypothesis H2 was thus accepted. Effect of perceived fit on evaluation of brand extension was also significant (β = 0.50, CR = 6.35). H3 was therefore accepted. Further, the path from perceived fit to parent brand attitude change was significant (β = 0.52, CR = 5.89), thus hypothesis H4 was thus accepted. The impact of brand extension evaluation on parent brand attitude change was marginally significant (β = 0.14, CR = 1.77); thus hypothesis H5 was marginally accepted. Finally, the impact of parent brand image on parent brand attitude change was significant (β = 0.17, CR = 2.78). Hypothesis H6 was therefore accepted.
DISCUSSION
The study contributes to the brand extension feedback literature as follows:
• Presenting a holistic framework for analyzing brand extension feedback effects.
• Presenting a rank order of major determinants of brand extension feedback effects.
• Emphasizing a special focus on the importance and integrating role of fit.
• Modeling the effects on the change in parent brand attitude.
The first contribution of the study is that it enhances the understanding of the brand extension feedback effects by investigating them using a holistic model. The holistic model includes a two-stage process, viz., brand extension evaluation followed by feedback effect of the brand extension. This holistic approach also includes a comprehensive explanation of feedback, with three independent variables acting together. Previously multiple feedback effect studies have failed to consider interrelationships among explanatory variables (e.g. Martinez and Pina 14 ; Volkner et al.
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).
On the other hand, studies that consider inter-relationships fail to observe a feedback effect of fit towards general brand image 26 .
The second contribution of the study is a clear ranking of the major determinants of feedback effects on the parent brand when considered simultaneously. This rank order is more meaningful and realistic as it considers inter-relationships among the key brand extension variables. The ranking of effects is as follows: 27 who observed a direct effect of initial brand image on brand image after the extension. However, it needs to be further investigated in future studies.
The third contribution is a fresh perspective on the importance and integrating role of fit. Fit strongly affected both extension evaluation as well as the change in parent brand attitude. Herein lays the integrating role of fit that has not been explicitly discussed before. Brand extensions initially rely on fit with the parent brand to make inroads into the new market. On the flip side, the same fit ensures a positive feedback to the parent brand as well. This integrating mechanism of fit can be considered analogous to that of a pneumatic tube mechanism. Fit first travels along in one direction to strengthen the brand extension in the new market and then recoils back to the parent brand as a form of dividend (enhanced parent brand attitude).
Theoretically, both categorization theory and the bookkeeping model of schemachange explain this mechanism. Once consumers perceive a fit between the parent and the extension, there is a transfer of positive attitude to the extension via categorization process. In turn, the good fit leads to the creation of positive associations that positively enhance the mental schema of the parent brand 10, 39 .
The fourth contribution is an alternative approach to estimating the change in the outcome variable. The explanatory effects were modelled on the change in parent brand attitudes, as feedback is conceptualized as a change in the mental schema of the parent brand. This study assesses the change in parent brand attitude within a single scale. This way of measuring feedback effect on the parent brand has facilitated the richer understanding of major determinants. A small number of studies (e.g. Völkner et al.
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; Grime et al. 1 ) do use the change in dependent variable, but not within the same scale.
MANAGERIAL IMPLICATIONS
The results have managerial implications which have been formulated as a set of four principles for brand extensions:
• Principle 1: The 'go -no go' decision for a brand extension;
• Principle 2: Designing the brand extension;
• Principle 3: Promoting the brand extension;
• Principle 4: Designing a total brand extension design and communication strategy.
The first principle is whether to commence designing a brand extension or not. The results suggest that weak parent brands should not be extended until they have been strengthened and refreshed. Stock market investigations have revealed that the market reacts favourably to brand extension announcements that are made by firms with higher consumer attitudes in the marketplace 60 . Thus, prior investment in the parent brand may be needed before embarking on the brand extension.
When the parent brand is considered strong enough, consideration can be given to Research with managers has shown that they are interested in generating quick initial adoption of the extension 61 . The promotional campaign should develop stronger consumer attitudes towards the extension to create a perception of value in the brand extension per se so that the extension becomes self-sustaining in the long run.
Consumer needs are getting fragmented and corporations expect managers to launch brands and brand extensions in order to meet those emerging needs 62 . A potential risk for mangers is when they launch a successful brand extension that diminishes the parent brand equity 63 . Brand extension success alone does not automatically guarantee positive feedback effects. In the era of brand consolidation, if brand extensions fail to contribute to the parent in a substantial manner, their viability as a strategic marketing investment is questioned. A good fit with the parent brand ensures a double return, i.e.
brand extension acceptance as well as contribution to overall brand equity (or feedback). Thus, it is crucial for brand managers to adopt an appropriate brand extension design and communications strategy (Principle 4). Principle four combines the preceding three principles into a coherent brand extension plan.
LIMITATIONS AND FUTURE RESEARCH
The purpose of limitations is not to undermine the results of the research but to extension feedback effects as well as to achieve global validity.
